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FINANCIAL HIGHLIGHTS 



Net sales . $59,368,371 

Net income $ 3,568,308 

Per share of stock 6.28 

Dividends paid. $ 2,251,888 

Per share of stock 4.00 

Earnings retained in the business $ 1,316,420 

Per share of stock 2.28 

Working capital $16,622,021 

Per share of stock 29.26 

Stockholders’equity. $27,006,108 

Per share of stock 47.54 

Shares outstanding . 567,996 


5,219 



$55,496,385 

$ 3,111,692 

5.60 

$ 2.214,505 
4.00 

$ 897,187 

1.60 

$14,902,912 

26.84 

$24,800,299 

44.67 

555,231 

5,135 


Number of stockholders 
































LETTER 


1959 


SALES, 

EARNINGS 

AND 

DIVIDENDS 


DOMESTIC 

OPERATIONS 


O THE STOCKHOLDERS March 30, 

Continued progress in establishing more effective marketing procedures, con¬ 
solidating and modernizing production facilities, and acquiring new product lines, 
contributed to a successful profit picture for your Company during 1958. 


Net sales climbed to a record peak of $59,368,371, a seven per cent increase 
over net sales of $55,496,385 in 1957. Net income increased almost fifteen per cent 
to $3,568,308 as against $3,111,692 the previous year. Earnings per share rose to 
$6.28 on 567,996 shares outstanding at the year-end, compared to $5.60 on 
555,231 shares outstanding at the end of 1957. Regular quarterly dividends of 75^ 
per share and an extra year-end dividend of $ 1.00 totaled $4.00 per share for the 
year and extended the Company’s unbroken dividend payment record to 76 years 
and 489 payments. 


Several major steps were taken to improve the Company’s position in the domestic 
market. Four new product lines were added to our “Vaseline,” “Pond’s” and “Per¬ 
tussin" brands when on September 30, 1958, the Company purchased for cash the 
cosmetics and toiletries interests of Vick Chemical Company. This acquisition in¬ 
cluded the Prince Matchabelli and Simonetta lines of perfumes and fragrances, and 
the Seaforth and Black Watch lines of men’s toiletries. Sofskin hand cream was also 
included in the purchase, but was sold for cash on November 30, 1958. Sales of all 
of these products during the fourth quarter contributed to the net sales increase 
recorded in 1958. 

During the year, the Company moved to eliminate duplicate production facilities 
and overhead costs at its three domestic plants. The plant at McKees Rocks, Pa., 
was closed, preparations were made to transfer all facilities with the exception of 
the refinery from Perth Amboy, N. J., and construction was begun on a new wing 
at the Clinton, Conn., plant where all product lines will be manufactured. 

At the same time, the marketing operation was improved by the establishment 
of a Domestic Marketing Division based upon a brand manager system, and the 
sales force was increased by 100 per cent. Several new products went into test 
marketing and packaging redesign projects were instituted on certain “Vaseline" 
and “Pond’s” products. 










EXECUTIVE 

PERSONNEL 

Anthony Oladko was elected Vice President in Charge of Domestic Manufactur¬ 
ing on March 1, 1958, replacing Robert C. Fuller, who resigned as a Vice President 
and Director of the Company. 

William C. Watson, Treasurer and a member of the Board of Directors, was 
elected to the newly-created post of Vice President in Charge of Finance in addition 
to his other position in May of 1958. 

INTERNATIONAL 

OPERATIONS 

Sales in overseas markets reached a new high, but as a result of rather drastic 
devaluation in certain South American countries and higher taxes in other overseas 
areas, our overseas profits, translated into dollars, were slightly lower than the 
previous year. 

Business in Japan has developed to the extent that we have assigned a resident 
manager to Tokyo to coordinate the Japanese operation. Our Mexican business 
has progressed so satisfactorily that a subsidiary company was organized there and 
a resident manager assigned to Mexico City to help coordinate the efforts of our 
two Mexican agents. In Switzerland, two companies have been organized to carry 
on our Continental European business following the establishment of a branch 
office in Geneva early in the year. 

Progress in other areas has been highly satisfactory. The Canadian operation 
is now fully established in the new plant at Markham, Ontario, and both of the 
old plants have been sold. As of December 31, 1958, the assets and business of 
Pertussin, Ltd. of Canada were liquidated and transferred to Chesebrough-Pond’s 
(Canada) Ltd. 

The Venezuela Branch is in full operation and making substantial progress. The 
manufacturing operation in India is going well, and sales have exceeded all expecta¬ 
tions. Plans have been made to start manufacturing operations in Thailand and in 
the Malay Federation during 1959. 

ADVERTISING 

Advertising and public relations activities, coordinated from headquarters in 
New York, continued to contribute to the success of the Company’s domestic and 
international operations. 

Some 47 advertising agencies produced advertising in 33 languages to promote 
Chesebrough-Pond’s products in 115 markets. In the United States, network tele¬ 
vision and spot television campaigns, carefully balanced to give our products the 
best daytime and evening exposure, continued as the major medium and was 
strongly supported by radio, magazines, and newspapers. Overseas, television was 
used in 15 markets, but radio, magazines, newspapers and cinema commercials 
continued in major roles. 










RESEARCH 


CLIFFORD W. 
McGEE 


OUTLOOK 


The Company’s laboratory facilities at Clinton are being expanded according to 
schedule. A new manager for the Clinton laboratories has joined the staff, which 
also has been enlarged by personnel from Prince Matchabelli, Inc. Our research 
grant program continues in leading universities and medical colleges. 


On August 12, 1958, we were saddened by the passing of Clifford W. McGee, 
who served this Company faithfully and conscientiously over a period of 44 years. 
Mr. McGee, who retired as Chairman of the Board in 1955, after a career in which 
he served as a Vice President, President, and first “Director Emeritus,” was a man 
who was esteemed by his associates, loved by his friends, and respected by all. He 
will be sorely missed by all those who worked so closely with him for many years. 


Based on the first results of the major marketing, production, and product de¬ 
velopment innovations undertaken during 1958, we view 1959 with confidence in 
the Chesebrough-Pond's organization, and with the hope that the world and national 
economic climate will favor the business growth that we anticipate. 

BY ORDER OF THE BOARD OF DIRECTORS. 




<3 „ 

Chairman of the Board 











CHESEBROUGH-POND’S INC 


AND SUBSIDIARIES 

- CONSOLIDATED 


ASSETS 


Current Assets: 

Cash . 

Marketable securities, at cost which approximates market 
Accounts receivable, less reserves 
Inventories, at lower of cost or market 
Total current assets 

Investments and other assets, at cost: 

Subsidiaries not consolidated 

Other.. 


Property, plant and equipment, at cost: 
Buildings and equipment 
Less depreciation and amortization 

Land . 

Total property, plant and equipment 

Notes receivable—stock purchasing plan 

Deferred charges 

Trade-marks and goodwill, at cost 


DECEMBER 31 


1958 

$ 6,526,465 
1,731,996 
8,326,705 
9.086,764 
25,671,930 

96,000 

175,073 

271,073 


11,739,384 

4,561,871 

7,177,513 

544,498 

7,722,011 

507,056 

872,968 

1,066,479 

$36,111,517 


1957 

$ 3,914,047 
994,722 
7,996,841 
9,257,343 
22^162,953 


96,000 

208.438 

304.438 


11,052,885 

4,394,723 

6,6587162 

565,282 

7,223,444 

462,275 

841,345 

1,065,885 

$32,060,340 


See notes to financial statements. 
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BALANCE SHEET 


LIABILITIES 

Current Liabilities: 

Bank loan payable . 

Accounts payable and accrued liabilities 
Federal and foreign income taxes 

Total current liabilities 


DECEMBER 31, 


1958 


1957 


5,182,795 

3,867,114 

9,049,909 


$ 250,000 

4,428,064 
2,581,977 
7,260,041 


Deferred executive incentive compensation 


55,500 


Capital stock and surplus: 

Capital stock: 

Authorized—750,000 shares, par value $10.00 per share 
Issued—568,076 shares (1957—561,211 shares) 
Capital surplus 

Earned surplus . 


5,680,760 

822,994 

20,505,748 

27,009,502 


5,612,110 

405,353 

19,189,328 

25,206,791 


Less—80 shares of treasury stock, (1957—5,980 shares) at cost 
Total capital stock and surplus 


3,394 

27,006,108 

$36,111,517 


406,492 

24,800,299 

$32,060,340 


See notes to financial statements. 
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CHESEBROUGH-POND’S INC. AND SUBSIDIARIES 


CONSOLIDATED INCOME 
AND EARNED SURPLUS 


Net sales . 

Cost of products sold 

Gross profit 

Selling, advertising and administrative expenses 
Income from operations 

Other income: 

Royalties . 

Interest and dividends 
Miscellaneous—net 


Income before provision for taxes on income 
Provision for federal and foreign taxes on income 

Net income for the year 
Earned surplus, beginning of year 


Dividends paid ($4.00 per share) 
Earned surplus, end of year 


YEAR ENDED 
1958 

$59,368,371 

21,869,490 

37,498,881 

30,869,670 

6,629,211 

502,863 

142,413 

(98,179) 

547,097 

7.176.308 
3,608,000 

3.568.308 
19,189,328 

22,757,636 

2,251,888 

$20,505,748 


DECEMBER 31, 
1957 

$55,496,385 

21,135,112 

34,361,273 

29,266,762 

5,094,511 

385,620 

247,577 

53,984 

687,181 

5.781.692 
2,670,000 

3.111.692 
18,292,141 

21,403,833 

2,214,505 

$19,189,328 
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See notes to financial statements. 






















































CHESEBROUGH-POND’S INC. 
AND SUBSIDIARIES 


1. Consolidated foreign operations 

The consolidated balance sheet at December 
31, 1958 includes net assets of $10,774,706 for 
subsidiaries and branches in foreign countries. In 
general, fixed assets are included at approximate 
rates of exchange at dates of acquisition. All other 
assets, liabilities and operating accounts, except 
depreciation, are included at the approximate year- 
end rates of exchange. The statement of consoli¬ 
dated income includes net income for the years 
1958 and 1957 amounting to $1,674,419 and 
$1,891,749 respectively, pertaining to operations 
in foreign countries. 

2. Investment in subsidiaries not consolidated 

The Company’s investment in wholly-owned 
subsidiaries not consolidated consists of $69,684 
in an Argentine subsidiary, $1,316 in a Dutch 
subsidiary and $25,000 in a United States sub¬ 
sidiary corporation operating only in Japan. The 
operations and assets of the latter two are not 
significant. 

Based on audited financial statements the net 
assets of the Argentine subsidiary, converted at the 
approximate year-end rate of exchange, amounted 
to $364,783 and $621,388 at December 31, 1958 
and 1957, respectively. The reduction during the 
year resulted from the decline in the exchange 
rate of the Argentine peso. Dividends and royal¬ 
ties received by the Company from this subsidiary 
amounted to $167,618 in 1958 and $267,434 in 
1957. 

3. Executive incentive profit-sharing plan 

During 1958, $223,430 was charged to income 
under the provisions of the Executive Incentive 
Profit-Sharing Plan. As provided in the Plan 
$107,730 of this amount will be paid in 1959 
to the participating employees and the balance of 
$115,700 will be held for subsequent distribution 


to such employees upon their retirement, death 
or termination of employment. The undistributed 
amount is not currently deductible for Federal 
income tax purposes and has been shown in the 
balance sheet net of the tax applicable thereto. 

The foregoing amounts do not include charges 
to income aggregating $60,859 under plans for 
employees in certain foreign countries. 

4. Stock purchasing plan 

Under the provisions of the Stock Purchasing 
Plan, shares of capital stock may be sold to certain 
officers and administrative employees at a price 
per share equal to eight times the average earnings 
per share for the five years preceding the year in 
which sold. Payment may be made in installments 
over a period of five years and interest is payable 
on the unpaid balance. The purchaser may not 
dispose or take possession of shares purchased 
for a period of five years from the date of the 
original contract. As of December 31, 1958, there 
remained 21,924 shares authorized to be sold 
under the Plan subject to the condition that no 
more than 8,500 shares may be sold during any 
one calendar year. 

5. Stock option agreement 

On February 19, 1958 the Board of Directors 
entered into a stock option agreement, approved 
by the stockholders on May 1, 1958, with Mr. 
Jerome A. Straka, President and Chief Executive 
Officer of the Company, granting him the right to 
purchase 10,000 shares of capital stock at a price 
of $76.50 per share, such price being 95% of the 
selling price of the stock on the American Stock 
Exchange on February 19, 1958. This option may 
be exercised as follows: (a) 4,000 shares on or 
after 18 months from February 19, 1958; (b) 
2,000 additional shares on or after August 19 in 
each of the years 1960, 1961 and 1962. The 
agreement expires on February 18, 1968. 
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6. Capital surplus 

Capital surplus increased as follows: 

1958 1957 

Proceeds in excess of 
par value on the sale 
of 6,865 shares (1957 
—6,320 shares) of 
capital stock under the 

Stock Purchasing Plan $226,133 $202,138 

Proceeds in excess of 
cost on sale of 5,980 
shares of treasury 
stock 191,508 

$417,641 $202,138 


7. Retirement plans 

The amounts charged to income under pension 
and retirement plans were $390,029 in 1958 and 
$341,492 in 1957 for current service benefits, and 
$425,696 in 1958 and $499,858 in 1957 for past 
service benefits. If past service continues to be 
liquidated at the present annual rate, substantially 
all of the cost thereof should be paid in about five 
years from December 31, 1958. 

8. Depreciation and amortization 

Provision for depreciation and amortization 
charged to operations amounted to $574,752 in 
1958 and $507,537 in 1957. 
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The growth and development of Chesebrough-Pond's Ltd., the Com¬ 
pany’s largest overseas operation, which manufactures and sells “Vase¬ 
line” and “Pond’s” brand products in England and the Republic of 
Ireland, closely parallels the development of the parent Company in the 
United States. 

Before the turn of the century, Chesebrough Manufacturing Company, 
Consolidated, and the Pond’s Extract Company, corporate predecessors 
of Chesebrough-Pond’s Inc., organized English branches and later sub¬ 
sidiary companies. Chesebrough Manufacturing Company, Ltd., and 
Pond’s Extract Company Ltd., enjoyed long years of successful opera¬ 
tions, and by the time the operations of both companies were combined 
into the newly designated Chesebrough-Pond’s Ltd., in 1955, general 
acceptance had been built up for “Vaseline” brand toiletries and “Pond’s” 
cosmetics in the British Isles as well as in many areas of the Continent. 

Pond’s Extract Company Ltd., whose creams and cosmetics are as 
well known to the British as to Americans, had developed production 
facilities at Perivale, a suburb of London. Concurrently, the “Vaseline” 
brand products of Chesebrough Manufacturing Company, Ltd., were 
being manufactured at a plant located in nearby Willesden. Both plants 
are operating today, and a new office building has been erected at 
Willesden to house the administrative headquarters. 

All of the Company’s products so familiar on the shelves of drug, 
variety, food and department stores in this country are equally promi¬ 
nent in the English “chemist” shop and other retail counterparts of 
American variety and department stores. In addition, Chesebrough- 
Pond’s Ltd., claims a major share of the shampoo market in the United 
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Kingdom where it produces and markets “Vaseline” brand powder and 
liquid hair shampoos. 

One of the most important contributions of the English company, in 
addition to the large “Home” market it handles, is the role it has 
played in supplying finished goods to many of the export markets 
abroad. Due to currency and exchange regulations it has been necessary 
to obtain supplies from England for many markets which can not be 
supplied from the United States. Until the recent establishment of 
Chesebrough-Pond’s (Geneve) S.A. in Switzerland, to carry on the 
Company’s business in Europe, the English company also played a major 
role in developing the Company’s business in Europe. Another contri¬ 
bution has been the widespread circulation of “Vaseline” brand and 
“Pond’s” product advertising in English publications, particularly in 
British Commonwealth overseas markets, which in pre-war days served 
to build a consumer franchise for our products in many of these markets. 

Actually, the problems of marketing our products in the United 
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"Pond's" beauty products are sold as 
a line in this special section of a United 
Kingdom supermarket. 


The English supermarket does not differ 
from the American version. Here "Vase¬ 
line" brand products are sold from a 
special display stand. 


The management team at Chesebrough- 
Pond's Ltd., meets to discuss future opera¬ 
tions. Left to right: J. G. Laurie, Director 
of Advertising; R. T. Dobson, Director of 
Production and Research; C. E. Lockyer, 
Treasurer; F. L. Plummer, Managing Di¬ 
rector; A. S. Davison, Secretary; W. A. G. 
Cuff, Director of Marketing. 
























































Kingdom today vary little from conditions in this country. Competition 
in the toiletries and cosmetics field is just as severe and the importance 
of merchandising and advertising is just as great in the U.K. as in the 
United States. Commercial television has grown by leaps and bounds in 
England since its inception in 1955 and a 15-minute television program 
called “Pond’s Beauty Salon” represented a major effort in the U.K. 
advertising program in 1958 by bringing to the viewing public the whole 
range of “Pond’s” creams and cosmetics in a “how-to-do-it” format. 

New products play an equally important role in the business plans of 
the English company, and a modern new research and control laboratory 
was recently completed at the Willesden plant to strengthen this all- 
important phase of the operation. Working in conjunction with the 
research teams at Clinton, Conn., the Willesden laboratories have 
brought several new and improved products into the market testing 
stage, and it is expected that they will be introduced throughout the 
U.K. in the near future. 


Located at Perivale, another suburb of 
London, this plant produces all of the 
"Pond's" products for the United Kingdom. 


This plant at Willesden, a suburb of 
London, manufactures "Vaseline" brand 
products for the United Kingdom market. 
Offices for Chesebrough-Pond's Ltd., are 
in the recently constructed building at the 
right. 









































PLANT 

CONSOLIDATION 


Harvesting the fruits of a merger usually re¬ 
quires extensive re-organization in many areas 
of a company's operations. In the case of Chese- 
brough-Pond’s Inc., the final rewards will not 
be reaped until the production integration pro¬ 
gram instituted in the United States in 1958 is 
completed in 1959. 

With the merger of Chesebrough and Pond’s 
in 1955 the Company inherited duplicate pro¬ 
duction facilities and overhead costs at three 
Eastern plants. After extensive engineering and 
cost analysis studies, it was decided to close 
down the McKees Rocks, Pa., facility, elimi¬ 
nate all but the white oils and petrolatum re¬ 
finery operation at Perth Amboy, N. J., and 
modernize and expand the Clinton, Conn., 
plant so that it could manufacture all of the 
product lines. Clinton was selected because it 
was the only installation capable of conversion 
to a modern cosmetics and toiletries processing 
and packaging plant at a reasonable capital in¬ 
vestment. 

During 1958, all Vaseline Cream Hair 
Tonic, Vaseline Lip-Ice Pomade, and Vaseline 
Sterile Petrolatum Gauze production facilities 
at McKees Rocks were transferred to Clinton, 
and McKees Rocks was completely shut down 
in January of 1959. At the same time, prepara¬ 
tions were made to terminate all Vaseline Hair 


Tonic, Vaseline Petroleum Jelly, and Vaseline 
Camphor Ice production at Perth Amboy by 
mid-year of 1959 when the new facilities at 
Clinton are expected to be completed. In addi¬ 
tion, the white oils and petrolatum refinery at 
Perth Amboy was modernized to provide 
greater capacity at less overhead. 

Further plans have been prepared to enable 
Chesebrough-Pond’s to transfer the manufac¬ 
turing operations of Prince Matchabelli, Inc. 
(acquired September 30, 1958) from a leased 
plant in Bloomfield, N. J., to Clinton by Octo¬ 
ber 1, 1959, and to begin the transfer of Per¬ 
tussin operations from New York City by the 
year-end. 

Concern for the loyal employees at McKees 
Rocks and Perth Amboy motivated an em¬ 
ployee-community relations program to inform 
affected employees of the Company’s decision 
well in advance of work termination, and to re¬ 
assure them that adequate provisions would be 
taken to assist them in finding new employ¬ 
ment, and to protect them with liberal separa¬ 
tion pay and early retirement benefits. As a 
result of these activities, termination agree¬ 
ments were successfully achieved with unions 
representing the McKees Rocks and Perth Am¬ 
boy employee groups, workers at both plants 
cooperated fully in closing preparations, and 








both communities commended the Company 
on the responsible and humane manner in 
which it undertook to handle a painful but nec¬ 
essary economic move. 

Another beneficial result of the production 
integration program is that the manufacturing 
organization has been strengthened, new sys¬ 
tems and procedures have been instituted, and 
productivity improved on existing equipment. 
It is anticipated that completion of the consoli¬ 
dation program in 1959 will result in substan¬ 
tial manufacturing savings. 



Full speed ahead at Clinton. A derrick moves out as roofing 
begins on the new wing. 


This is the architect's conception of how the Clinton, Conn., 
plant will appear when the expansion and modernization is 
completed in 1959. The expansion will permit increased capac¬ 
ity, productivity, and research activity for Chesebrough-Pond's. 


















The crown symbol from the Matchabelli family coa»-of-arms 
has provided a distinctive bottle design for the Prince Matcha¬ 
belli line of perfumes and fragrances. 


Simonetta Incanto packaging suggests the splendor of Italy's 
past. The perfume bottle echoes the Renaissance puffed sleeve, 
and the cologne bottle is a replica of the familiar Corinthian 
columns found in Italy. 


When Chesebrough-PoncTs purchased Prince 
Matchabelli, Inc., from Vick Chemical Company 
on September 30, 1958, it acquired more than an 
outstanding group of products to further strengthen 
and diversify its position in the cosmetics and 
toiletries market. It gained four product lines 
which share that extra added attribute in cos¬ 
metics and toiletries merchandising known as 
“The Continental Air.” 

With the exception of Sofskin, which was re¬ 


sold within two months because Chesebrough- 
Pond’s already had a fine hand cream in its 
Pond's Angel Skin, all of the products acquired 
through the purchase add new depth and appeal 
to the Company’s product lines. 

Prince Georges Matchabelli, the founder of 
Prince Matchabelli Inc., was the epitome of the 
“Continental Man.” The eldest son of a noble 
Russian family, and heir to extensive estates in 
Southern Russia, his education prepared him for 
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The Continental Air 



The dignified masculinity of the Black Watch Highland Regi- 
ment is reflected in the brisk but subtle scent and handsomely 
styled packaging of Black Watch Shave Lotion and Men's 
Cologne. 

the unusual pairing of careers in both geology and 
diplomacy. A popular figure in social and theatri¬ 
cal circles on the Continent, he met and married 
the famous international actress Maria Carmi, and 
accompanied her on an American theatrical tour 
when his family’s estates were confiscated during 
the Russian Revolution. Once in America, this 
creative and romantic man turned his hobby of 
blending perfumes to match his friends’ person¬ 
alities into the successful development of his 
famous line of Prince Matchabelli crown bottle 
perfumes and fragrances. 

Simonetta is the name of a distinctive line of 
perfumes and fragrances with an Italian flavor 
and an enchanting scent. Created for Prince 
Matchabelli, Inc., by Simonetta of Rome, an 
Italian Duchess who has become a famous cou- 
turiere, the Simonetta perfumes, colognes, bath 
oil, and dusting powders bear the name Incanto, 
which means enchantment. 

Two renowned Scottish regiments, the Black 
Watch and the Seaforth Highlanders, symbolize 
the strong but controlled masculine appeal of 
Black Watch and Seaforth men’s toiletries. Sea¬ 
forth, a more extensive popular priced line, offers 
a complete line of men’s toilet items including 



In addition to the familiar jugs of Seaforth Shave Lotion and 
Men's Cologne, this popular line of men's toiletries offers a 
broad range of shaving products and men's deodorants such 
as the Scotch Heather Minute Shave and stick deodorant shown 
above. 

shave lotion, cologne, shaving creams, shaving 
soap, aerosol Minute Shave, talc, and stick and 
spray deodorants designed for men. Black Watch 
offers a prestige line of after shave lotion and 
cologne. 

Prince Matchabelli, Inc., operates as a separate 
organization in the marketing of Prince Matcha¬ 
belli perfumes, colognes, dusting powders and 
soaps, Abano Bath Oil and cologne. Polyderm 
compensating cream, the Simonetta line of In¬ 
canto perfumes and fragrances, and Black Watch 
men’s toiletries. These products will continue to 
be sold exclusively through department stores and 
other quality line retail outlets. Also, it is expected 
that this operation will give Chesebrough-Pond’s a 
closer business association with this class of retail 
outlet. 

The Seaforth line of men’s toiletries products 
has been absorbed into the Chesebrough-Pond’s 
marketing organization and provides a diversified 
and popular group of men’s items to distribute 
with Vaseline Hair Tonic and Valcream. 

Production of Prince Matchabelli, Simonetta, 

Black Watch, and Seaforth products will be inte¬ 
grated into Chesebrough-Pond’s’ manufacturing 
facilities at Clinton, Conn. 
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MARK 


In many areas of the Western World today, 
supply is well ahead of demand, competition 
for the consumer’s money is strong, and mar¬ 
keting has become a key word in successful 
business operations. 

Marketing discovers what the consumer 
wants and what he is willing to pay for it. 
Marketing works hand-in-hand with research 
and production to develop and manufacture the 
desired product at the right price. Marketing 
maintains and broadens channels of distribu¬ 
tion to the retail counter and shelf. Marketing 
creates packaging, displays and promotions to 
attract attention to its product. Working with 
the ad agencies, marketing develops advertising 
themes to interest the consumer in the product. 


During 1958. a Domestic Marketing Divi¬ 
sion was organized by Chesebrough-Pond's to 
coordinate and direct all advertising, merchan¬ 
dising, sales, new product development, and 
market research activities. The new division 
was based on a brand manager system in which 
each brand manager was made responsible for 
coordinating all the marketing functions for his 
brand. A special manager was assigned to new 
product development. At the same time, the 
domestic sales force was expanded by 100 per 
cent. 

The new Domestic Marketing Division in¬ 
stituted many new projects before the year-end 
which are expected to show beneficial results in 
the years ahead. The drive towards new prod- 


18 












>Hmbb 


ETING 



uct development, one of the major activities of 
the year, brought three new Pertussin products 
and four new “Pond's” products from the talk¬ 
ing stage to the test marketing phase. Packag¬ 
ing re-design was also given high priority with 
the result that new packaging was developed 
and market tested for Vaseline Petroleum Jelly 
tubes and “Pond’s” creams. Merchandising ac¬ 
tivities included special gift packaging promo¬ 
tions for Vaseline Hair Tonic and Pond’s Angel 
Skin. In order to induce retailers to sell 
“Pond’s” products as a line rather than as indi¬ 
vidual beauty items competing individually 
with other brands, a special Permanent Pond's 
Section merchandising display unit was created 
and placed in retail outlets. 


In the United States, all major media were 
used in 1958 to provide strong advertising sup¬ 
port for various product lines. Daytime tele¬ 
vision, with its primarily female audience, car¬ 
ried a large share of “Pond’s” advertising, while 
“Vaseline” brand products were spotlighted 
through evening programming. Radio, general 
circulation magazines, and Sunday newspaper 
magazine supplements complemented the tele¬ 
vision campaign. 

“Pond’s” products sponsored daily segments 
of six popular daytime programs on the Na¬ 
tional Broadcasting Company network during 
the first half of 1958. In the fourth quarter, 
these six NBC shows were joined by six addi¬ 
tional American Broadcasting Company day- 

















time network programs. “Vaseline” brand prod¬ 
ucts sponsored the Bob Cummings Show on 
alternate weeks over NBC during the first half 
of the year, tested a new audience participation 
show, ESP, on the ABC network during the 
summer, and moved into a spot television cam¬ 
paign in major markets during the fourth quar¬ 
ter. The Company’s new acquisitions, Prince 
Matchabelli fragrances and Seaforth men’s toi¬ 
letries, were heavy spot television users during 
the Christmas gift season. Pertussin used spot 
television and radio advertising during the 
common cold seasons in high incidence cold 
areas of the country. 

At International Division headquarters in 
New York two new marketing Vice Presidents 
were appointed and executive responsibility for 
overseas marketing activity was divided into 
four world areas, each under a Vice President 
of the International Division. A Vice President 
was also appointed to coordinate purchasing, 
production, and new product development in 
the overseas markets. 

The Company’s world-wide advertising pro¬ 
gram ranged from the most sophisticated to the 
simple direct selling approach depending upon 
the socio-economic development of the areas 
in which the Company’s products were mar¬ 
keted. 

In overseas markets, advertising techniques 


exhibited marked contrasts. In Canada, for 
example, Chesebrough-Pond’s’ weekly half- 
hour show, Music Makers 1958, won the Lib¬ 
erty Award for the best variety show on Cana¬ 
dian television. Music was also used in South 
Africa where some 50,000 phonograph records 
were distributed to natives in less developed 
areas. These records, featuring the rhythm and 
tin whistle background of “kwela” music, the 
current rage in South Africa, extolled the bene¬ 
fits of using Vaseline Petroleum Jelly and 
Pond’s Vanishing Cream with great success. 

In Australia, the Chesebrough-Pond’s Play¬ 
house, a popular weekly half-hour dramatic 
television program provided a contrast with 
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the Philippine market where sound trucks car¬ 
ried the advertising message to outlying towns 
and villages, showed movie films interspersed 
with commercials, and sold products to villag¬ 
ers from the trucks. 

Depending upon the country, Chesebrough- 
Pond’s used television, radio, newspapers, mag¬ 
azines, cinema, outdoor and indoor posters and 
metal signs in its world-wide advertising pro¬ 
gram. During 1958, television use was in¬ 
creased from seven to 15 markets including: 
United Kingdom, Canada, Australia, Hawaii, 
Guam, Thailand, Malaya, Philippines, Mexico, 
Cuba, Puerto Rico, Venezuela. Guatemala, 
Argentina, and Colombia. 







Manufacturing Facilities: 

Buenos Aires, Argentina 
Melbourne, Australia 
Markham, Ontario, Canada 

Salisbury, Southern Rhodesia, Central African Federation 

Perivale, England 

Willesden, England 

Germiston, South Africa 

Clinton, Conn., United States 

Perth Amboy, N. J., United States 

Montevideo, Uruguay 

Caracas, Venezuela 


Executive Offices: 

CHESEBROUGH-POND’S INC. 

485 Lexington Avenue, New York 17, N. Y. 





















